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ANALISIS STRATEGI BRAND STORYTELLING DALAM 

MEMBENTUK BRAND IMAGE MELALUI INSTAGRAM @HMNS.ID 

STUDI KASUS COLLABORATION CAMPAIGN  

HMNS & MALIQ D’ESSENTIALS ‘UNTITLED HUMANS AROMA 02’ 

Syifa Aulia Salsabila 

 

ABSTRAK 

 

Perkembangan digital public relations mendorong brand menggunakan brand 

storytelling untuk membangun brand image dan memperkuat hubungan emosional 

dengan audiens di media sosial. Penelitian ini menganalisis penggunaan brand 

storytelling oleh HMNS Parfum dalam kampanye peluncuran Untitled Humans 

Aroma 02 di Instagram bersama MALIQ & D'Essentials, serta pengaruhnya 

terhadap pembentukan brand image.Penelitian menggunakan pendekatan kualitatif 

studi kasus melalui observasi konten @hmns.id, wawancara dengan pihak brand 

dan audiens, serta triangulasi dengan praktisi komunikasi kreatif. Analisis 

storytelling mengacu pada model Klaus Fog (message, conflict, character, plot), 

sedangkan brand image mengacu pada konsep Philip Kotler dan Kevin Lane 

Keller (favorability, strength, uniqueness). Hasil penelitian menunjukkan bahwa 

HMNS berhasil membangun brand image melalui storytelling visual yang 

menampilkan proses kreatif penciptaan parfum secara emosional dan estetik. 

Audiens dapat membayangkan karakter aroma melalui rangkaian konten 

kampanye. Namun, storytelling yang diterapkan belum sepenuhnya naratif karena 

masih dominan berfokus pada representasi produk dan belum membangun alur 

cerita manusia secara mendalam. Temuan ini menunjukkan adanya gap antara 

konsep storytelling teoritis dan implementasinya dalam kampanye digital. 

Kata Kunci: Brand Storytelling, Brand Image, Digital Public Relations, Instagram, 

Industri Parfum 
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BRAND STORYTELLING STRATEGIES IN SHAPING  

BRAND IMAGE ON INSTAGRAM @HMNS.ID: A CASE STUDY OF  

THE HMNS × MALIQ & D’ESSENTIALS COLLABORATION CAMPAIGN  

“UNTITLED HUMANS AROMA 02” 

Syifa Aulia Salsabila 

 

ABSTRACT 

 

The rise of digital public relations has encouraged brands to use brand 

storytelling to build brand image and strengthen emotional engagement with 

audiences on social media. This study examines the use of brand storytelling 

by HMNS Parfum in the Instagram launch campaign of Untitled Humans Aroma 

02 in collaboration with MALIQ & D'Essentials, and its impact on brand image. 

Using a qualitative case study approach, this research analyzes @hmns.id content, 

interviews with the brand and its audience, and triangulates insights with 

communication practitioners. Storytelling is analyzed using Klaus Fog’s 

framework (message, conflict, character, plot), while brand image refers to Philip 

Kotler and Kevin Lane Keller’s dimensions (favorability, strength, uniqueness). 

Findings show that HMNS builds its brand image through emotional and aesthetic 

visual storytelling that highlights the perfume creation process. Audiences are 

encouraged to imagine the scent character through the campaign content. 

However, the storytelling is not yet fully narrative, as it remains predominantly 

product-centered and lacks deeper human story development. This indicates a gap 

between theoretical storytelling concepts and their implementation in digital 

campaigns. 

Keywords: Brand Storytelling, Brand Image, Digital Public Relations, Instagram, 

Parfume Industry 
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